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Abstract 
Develop strategies to change customer behavior on food consumption, requires an understanding of 
consumer behavior and other influential factors. Therefore, in this study with advantage of the 
theory of planned behavior (Ajzen, 1988) investigate some on consuming purchasing and consuming 
intention.This study gives insight into consumer behavior, factors affecting the sustainable 
consumption, hurdles ofpurchasingpro-environmentallyoptions; purchase environmentally friendly 
products Consciously, and also marketing insight into sustainable environmental friendly via 
measurement and evaluation intention of purchase.The results deeply reveal that Price consciousness 
parallel with pro-environmental concerns influences the intention to move towards sustainable food 
consumption. 




It is well assumed that that consumption and waste production are the key issues in the 
contemporary world we are describing.A big monsterchewing the nature and its irreversible raw 
materials and other fauna which in other hand has spit the waste and destroy other lands 
and other organisms. The monster may set in the definitions forms of modernity, development 
progress, industrialization, but at the bottom line, this enemy are known as our selves (human).  
Although it is very pale but perhaps should hopes that the question of how to bring about 
sustainability raised in variety of degrees. There are many deep seated obstacles exist that need to 
examine and provide practical solutions. Many of these hindrances deeply rooted in our behavior, 
attitudes and beliefs we have. This study examines orientation, consumer intention 
towardssustainable food consumption in relation with financial deals of choosing this approach. 
Throughout this research, the investigators have made an effort to explain the gap between attitude 
and behavioral intention and impact of knowledge and understanding of environmental issues as a 
case study by seizing the consumers’ intention for purchasing sustainable food.  
Current consumption patterns  
It seems that the necessity for gaining unsustainable consumption models received critical global 
attention, although the consumption and production models are different in various developed or 
developing countries. Environmental problem is enormous in less developed countries where being 
poor and lacking of infrastructure make them unable to care about human beings and natural 
environment. Those who do not use up to a moderate degree to satisfy their fundamental needs are 
usually made to decide for short term survival items which in turn have undesirable long term 
environmental effects. However, in these countries, unfortunately is believed that increasing 
population and human force will tackle economic recession. the result will be more reducing 
Irreversible resources, creating waste and pollution which surpass the Earth’s sink like capacities to 
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take in and adapt them, and leading to deterioration of recyclable resources like soil, water, and 
destruction of jungles has accelerated erosion and threatens our ecosystems, which are mostly not 
providing new generative land and decreasing poverty and deprivation. Once fish markets are 
reduced or jungles clear-cut, it is not difficult to see the effects of consumption models or patterns 
on the environment.  
Brand (1997) postulated a number of interesting points about the model of connection 
between environmental consciousness and environmental behavior.  
 The first point concerns the problem that arises from the operationalization of 
"environmental consciousness" with different variables (knowledge, attitudes, 
verbal commitment, etc.)  
 Second issue is the significant impact of environmental knowledge and 
consciousness on behavior.  
 The third one is the fact of relationship between environmental consciousness and 
environmental behavior, the psychology factors like values, perceived results of 
behavior, attribution of responsibility, which should also be taken into account.  
 The fourth posit are items of costs, time efforts, inconvenience, customs, and value 
preferences which has significant role in changing consumption behavior. Study in 
various contemporary researches greatly believed apparent needs for the 
reorientation of consuming pattern and more essentially, the prevailing monetary 
system.  
Sustainable consumption  
The rise in the environmental consciousness has considerably affected consumer behavior, with 
spreading out of green market in significant rate. Our lifestyle has changed enormously as compared 
to a few decades ago. Over the years most of the consumers have come to realize that their buying 
treatment has a direct effect on plenty of ecological issues (Laroche 1996).  
The idea of sustainable consumption and sustainable production came out from the need of 
addressing a range of challenges which are included in social and environmental effects arising from 
a rise in universal consumption. According to Defra (2003), it is defined as economically and socially 
constant progress which respects the limits of our planet’s ecosystem, and meets everyone’s needs 
for a better quality of life. The core strand of this concern is related to supplying information for 
reasoning individuals. This ought to affect decision-making and accordingly modify consumption 
behavior by the act of green consumers (Murphy, 2000).  
For example, as Barr and Gilg (2006) mentioned, consumers’ environmental consensuses would send 
some signals to producers in order to change the market and from manufacturer sight in other hand, 
providing information for products like using energy-efficiency ratings and environmental friendly to 
advice consumers at purchasing time use and discarding of noxious product. However, obtaining 
information or even changing values does not necessarily contribute to behavior change. This 
irregularity is known as the “value-action gap” by Barr (2006) and Burgess et al. (2003). World 
business council of sustainable development argues that although purchasers’ willingness for 
environmental, economic and social issues are increasing it would not usually translate into 
sustainable purchasing behavior. To be able to lead a sustainable lifestyle and consumer’s change in 
behavior, there is a need for determination of factors that significantly influence consumer’s 
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Sustainable food consumption behavior  
The European Environmental Agency (EEA) analyzing household consumption and the environment 
and state that, food and drink production as well as food and drink consumption is one of the 
highest supporters to environmental effect.  Applying a similar approach on sustainable 
consumption, this research also considers the definition presented by United Nations Educational 
Scientific and Cultural Organization (UNESCO) which define Sustainable consumption as concerned 
with consuming goods and services that do not harm the environment or society. In brief it means 
food and drinks that are:  
1. Safe, healthy and nutritious, for consumers, that can meet their needs.  
2. Respect and operate within the biological and environmental limits of natural 
resources (especially sustain the resource such as soil, water and biodiversity and 
reduce energy consumption and respect the highest norms of animal health and 
well-being).  
3. Support the viability and diversity of rural and urban economies and communities.  
Consumer’s gravitation 
D.Souza (2004) categorized shoppers into four distinct sections on the basis of their cognitive 
understanding, their risk and benefit to the environment and their consuming patterns. 
Conventional consumers form the first section that do not perceive any damage in buying usual 
products and thus do not worry about the environmental misuses. The second type of consumers is 
the emerging green consumers who perceive the benefits to the environment associated with the 
purchase of green goods however purchase out of comfort. Environmentally green buyers are the 
third type consumers who are actively look for eco-friendly products. Price sensitive green 
consumers who form the last group are environmentally concerned but reluctant to pay a premium 
for green products.    
Consumer’s shopping and consumption habits may be directly determined by their consumption 
knowledge and the way that consumption impacts the environment. Connolly and Prothero (2003) 
assorted participants as being aware or unaware of their effect on the environment and based on 
their qualitative study those who were knowledgeable of their environmental impact were more 
inclined to buy green products. It should be noted that, individuals' self-image, self-respect and level 
of understanding environmental issues determine their consumption patterns. On the other hand, as 
demonstrated by the TPB, future intentions can be predicted by previous habits. For example, a 
person who enjoys fishing is more concerned about the environment and its effect on his future 
fishing trips. Therefore, those consumers who have bought green goods before are more likely to 
repurchase green goods. 
Prior literature gap and significant studies 
The youth educated who are learned about environmental critical condition are more tend caring of 
the Earth’s future and besides to their great demands in market, they may consider as pioneers of a 
new approach involving their peers and adults. Till now there has been rarely any empirical research 
on Malaysian young educated adults’ environmental beliefs, attitudes and purchase behavior. 
Subsequently, the aim of this research would be towards investigates the behavior intention toward 
sustainable consumption and additionally also targets different races in Malaysia.Malaysia has 
continuously promoted Vision 2020 which is hoped to spearhead the country to a developed nation 
status. This study aims to understand influences on young consumer’s food purchase behavior by 
exploring older echo boomer consumers in future. Effort made in this document goal demonstrates 
clearly that attention to sustainable consumption and this issue is warranted where whole society 
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has an advantage of understanding purchase intention that should enable them to struggle for 
operating without pushing the environment beyond its limitations. 
Ecological Knowledge  
Particularly, knowledge is the pertinent and important construct that can impact the way buyers 
understand and arrange acquired information, the way this guidance is used in process of making 
decision, and the way buyers appraise goods that they’re going to consume (Martin and Simintras 
1995). As defined by Fryxell and Lo 2003, “Environmental or ecological knowledge is a general 
knowledge of facts, concepts, and relationships concerning the natural environment and its major 
ecosystems”. Therefore, wisdom about the environment consists of what an individual knows about 
the environment, cardinal connections that result in environmental effects, a grasp of the entire 
systems, and essential conjoint accountability for sustainable development.  
The results of the previous empirical studies (Hines et al. in 1987 ,Grunert 1993 , Chan and Lau’s 
2000) in investigating the effect of ecological knowledge on consumer behavior in relation to 
environmental care have shown contradictive outcomes. The results of just a small number of 
researches have proven that knowledge about environment has a slight influence on eco-friendly 
acts. For example, Haron et al. (2005), in the academic work on Malaysia’s knowledge about 
environment, found a positive but low correlation between Knowledge about environment and 
involvement.  
In a nutshell, although the existence of positive relationship between knowledge and behavior is 
believed through behavioral studies, yet the connection between ecological knowledge and financial 
impresser moving through sustainability is still under doubt and open to further studies. 
Financial impresser 
The price has been explored to be a major element in many studies that have explored consumers’ 
purchase behavior. An upsurge in the number of buyers who are ready to pay a premium for green 
goods can be considered the most influencing confirmation encouraging the rise of ecology -
conscious buyer treatment (Laroche et al., 2001). However, it is questioning in this study, weather 
pro-environmental knowledge can determine the extent to which buyers are desirous to moving 
toward sustainable consumption.  
Research Question 
This study aims to find out: 
1. How knowledge and education influence consumers intention on towards 
sustainable consumption behaviour. 
2. How cost consciousness of consumers influence consumers intention togo with 
sustainable consumption behaviour. 
Research Objectives  
The research objectives include: 
1. To analyze the effect of ecological knowledge on consumer’s intention to 
sustainable food consumption. 
2. To ascertain whether the financial impresser (cost consciousness) has any effect 
on consumer’s intention to sustainable food consumption 
3. To establish a relationship between education and consumers intention to 
sustainable food consumption and impress their decisions and choose along 
with financial impacts.  
Research Hypothesis  
The research hypothesis includes: 
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1. Ecological knowledge may have significant effect on consumer’s intention to 
sustainable food consumption. 
2. Financial impresser (cost consciousness) may have significant effect on 
consumer’s intention to sustainable food consumption 
Theory background and proposed research conceptual model  
The theoretical structure of this research which is on the basis of Theory of Planned Behavior(Ajzen, 
1991) is modified to reflect individual consumer attitudes towards food consumption and impress 
their decisions and choose along with financial impacts.IcekAjzen, (1988; 1991) introduced this 
theory which helps us to comprehend how we can alter the behavior of human. Ajzen said that 
individual act of a specific behavior is driven by those individual intentions that perform the behavior 
which are determined by:Attitude towards the specific behavior which is defined as the particular 
person’s positive or negative appraisal of the desirability of behavior. Subjective norm regarding 
specific behavior is contribution of the belief of referent (normative beliefs) or individual motivation 
to agree to the desire of the referent (motivation to comply). And finally, Behavioral control is 
illustrated as one's comprehension difficulty or facilitation of carrying out a behavior.  
 
Figure 1. Research framework 
Population  
Malaysian young people represent a large percentage of the population who are spending a lot of 
budget for shopping which warrants the attention of marketers and government. Consequently, 
establish a more viable movement toward environmentally-friendly educated consumer segment 
has considerable knowledge and understanding about critical environmental situation and concern 
about pro-environment behavior, therefore they can play an important role in future consumption 
models.  
Sampling 
This particular research follows simple random sampling method. 96 respondents as a sample is 
randomly selected from among students of three different universities and colleges: University 
College of Medical Sciences (CUCMS) - University College of Lim Kok Wing - Multimedia University - 
Cyberjaya Campus (MMU) in Feb 2011 and it comprised of different races and genders, with 
different majors and levels of education and based on accessibility since the survey is expected to be 
distributed through self-administered questionnaires. 
Tools for data collection: 
The study made use of following tools. 
1. Questionnaire on ecological knowledge 
2. Questionnaire on financial impresser 
3. Questionnaire on behavioural intention 
 
 




Table No. 1:  Reliability Coefficient of the Study Variables 
 
Reliability tests were conducted on the independent and dependent variables. The Cronbach’s alpha 
values of the study variables are shown in table.  As revealed, the reliability coefficient of the study 
variables exceeded the minimum acceptable level of 0.60 (Nunnally, 1978). All the instruments 
including the variable thus passed the reliability test (0.800 0.801, 0.826). 
Analysis and Results 
The data collected were analyzed on the basis of Descriptive Statistic and Analysis of egression.  SPSS 
18th version was used to analyze the data collected. The details of the analysis are given below. 
Demographic Analysis 
The demographic details can be detailed as: 
Age: 55.3% of all respondents are between the ages of 18 to 24 and 42.1% of them belong 
to the group of 24-34 years old and 2.6% of them are more than 34 years old. 
Level of Income: the income level of 38.2% of all participants is under RM 700 and 22.4% of 
them are between RM 700 to RM 1000. The income level of 27.6% of respondents is between RM 
1000 to RM 1500 and income level of 11.8% of them is over RM 1500. 
Level of Education:47.4% of all participants belong to “before bachelor” and 27.6% of them 
belong to “bachelor degree and 25% of them have “post graduate degree. 
Gender: 51.3% of all participants are male and 48.7% of them are female. 
Race: 40.8% of all participants are Malay and 31.6% of them are Malaysian Chinese and 
27.6% of them are Malaysian Indian. 
Religion: 40.8% of all respondents are Muslim and 27.6% of them are Buddhist and 18.4% of 
them are Hindu and the rest of 13.2% of them have other religions. 
 
Hypothesis Testing 
Hypotheses H1: Ecological knowledge may have significant effect on consumer’s intention to 
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 Regression analysis (table no. 2) was used for examining whether ecological knowledge 
dimension have any effect on consumers Behavioral intention on Sustainable food consumption. All 
regression models are significant at the 0.01 level (B=.514,). Here the finding is in line with the first 
hypothesis stated in the paper that and therefore ecological knowledge is positively associated with 
intention of sustainable purchase behavior. 
Hypotheses H2: Financial impresser (cost consciousness) may have significant effect on 
consumer’s intention to sustainable food consumption 




Regression analysis (table no. 3) was used for examining whether financial impresser (cost 
consciousness) may have significant effect on consumer’s intention to sustainable food 
consumption. All regression models are significant at the 0.01 level (B=.295). Here the finding is in 
line with the first hypothesis stated in the paper that and therefore financial impresser is positively 
associated with intention of sustainable purchase behavior. 
Discussion 
This study indicates that people who claim to have any influence on the environment were more 
interested to sustainable purchase and have environmentally friendly behavior. In this regards the 
findings of this study are categorized in two perspectives:  
 Ecological knowledge and pro-environmental concern, which are assumed as 
individual consciousness which potentially lead to particular behavior.  
 The effect of consumer’s perceived behavioral control toward sustainable food 
consumption in forms of financial impresser (cost consciousness). 
It is interesting to see that the respondents are more enthusiastic towards sustainable 
consumption. They are likely to spend money to purchase environmentally friendly product. 
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However the opponents of this idea, i.e., the idea of spending more money on sustainable food, 
disagree to some extent because of the cost and mostly because of their level of income. It is rightly 
indicated by many researchers in this regards that the perceived relative advantage (e.g., quality and 
functional performance) of green products over standard alternatives is likely to influence their rate 
of adoption (Rogers 1983). The relative advantage of green alternatives would have to be weighed 
against their prices. The analysis of this cost-benefit relationship is complicated by the fact that 
prices of green products reflect other costs in addition to money costs. These include opportunity 
costs, energy costs and psychic costs. If the major benefits of green products, compared to the major 
costs are higher, then consumers will be motivated to purchase these products even if they are 
priced somewhat higher than non-green substitutes (Kotler and Zaltman 1971).  
Although sustainable buying has not yet become a part of sustainable norm, giving more information 
to buyers and bringing more pressure on buyers socially could influence their buying decisions. 
Green Products include ecological textiles, soft drinks, paper tableware, refrigerators, color TVs, 
computers, microwave ovens, air-conditioners, detergents, dry batteries, manmade floorboards, 
paints, pesticides, toilet paper, energy-saving lights, children’s toys, and motor bicycles. 
Environmentally friendly and pollution free, green products inflict less harm to the environment and 
are good for public health. Meanwhile, they are easy to recover and treat after use. The perceived 
value of green product attributes may be environmentally sound production processes, responsible 
product uses, or product elimination, which consumers compare with those possessed by competing 
conventional products (Meffert and Kirchgeorg, 1993). 
It is obviously clear that modern economic development, irrational cutting of trees and 
mushrooming of buildings and un-sustainability consumption has given rise to conditions which lie 
on our environment. Examples are legion; we consume food un-sustainably, our foods are grown 
through unnatural processes that are made by a host of antibiotics, chemical substances, fungicides, 
herbicides, hormones, insecticide and then are processed in many factories. The result would be the 
molecular structure and more chemical contamination using antioxidants, emulsifiers, and 
preservatives which are designed to enhance the shelf life and business viability of goods. It is not 
only the author’s senses but many people’s as well to stop and equip ourselves with adequate and 
suitable knowledge to save our planet. While the question of how motivating is it to be 
environmentally concerned still remain ambitious, the findings of this research says people who 
have related information, are more engaged in behaving in a more sustainable and environmentally 
friendly manner.  
Scope of future studies 
The case study conducted by the researchers (deeply integrating the qualitative study design) 
indicated that when there is a push from media about climate change, customers are more 
concerned about spending money on environmental product. This indicates future scope of the 
topic. The influence of media on consumer consumption behaviour needs to be ascertained further 
in correlation with sustainable consumption behaviour.  
Conclusion 
The green consumption refers a consumption way taking the green, the nature, the harmony, the 
health as the objective, and taking being beneficial to the human health and the environmental 
protection as consumption content. The green consumption has the extremely rich economical, 
social, the ecological connotation; its connotation essence is the sustainable consumption, namely 
the consumption process and commodity service to consumer, to other people (including current 
people and posterity), harmless to ecological environment, to achieve fair and the sustainable 
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development goal between one person and another, and human being and the nature equilibrium. 
Higher the awareness the consumers get about the green products or sustainable products higher 
their motivation to purchase the product. The consumers are more of utilitarian interest even when 
they go with a green product having higher price. This study is an interesting piece of information to 
the retail marketers and companies who produce and market their products in Malaysian markets. 
Green products which can access the consumers with an adaptable price structure may influence the 
consumers’ behaviour and their purchasing intention.  
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